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Abstract

:

Transformations in modern lifestyles have caused changes in people’s food consumption, elevating the status of street foods to one of the favored choices. However, very few studies have been dedicated to investigating why street foods have become a popular choice among consumers. This study aimed to apply a modified version of the original theory of planned behavior (TPB), which includes domains affecting the intention to purchase while adding perceived food quality and value together with convenience. A total of 1361 respondents answered a survey based on the extended TPB constructs. Focusing on college graduates in the country, Structural Equation Modeling was utilized for the statistical analysis. Convenience proved to have the highest indirect effect on the intention to purchase street foods, explaining street foods’ ubiquitous and patronized image—which affected the TPB domains. This was followed by perceived food quality, which also had a significant direct effect on the behavioral domains and a higher indirect effect on street food purchase intention than perceived food value. Further discussion on the effect between behavioral domains was presented. This study also provided recommendations that street food vendors, the government, related private businesses, and consumers themselves can use to improve a sustainable community and businesses. In conclusion, this study contributes to the limited literature and promotion of purchasing and consuming street foods.
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1. Introduction


The way people consume food has changed drastically over the past years. This has happened mainly due to the changing lifestyles within society [1]. Nowadays, people eat their meals or snacks according to their busy schedules [2]. Along with this, the popularity of convenience foods, fast foods, and street foods has risen considerably [3,4]. Street foods have over 2.5 billion daily consumers worldwide [5]. Attributed to this popularity are street foods that consumers deem as substitutes for homemade food, consumed due to their affordability, which exhibit a case for ease of consumption [6].



Street foods are any food with (and without) drinks offered on the streets and sold to the general public. Following the origin of the word, it is any food available on the streets that is on sale [7]. At present, there are a wide variety of street foods that are sold all over the world [8]. They can come from traditional local cuisine or modern and familiar processed products. Different street foods may range from sweet or savory foods to snacks or desserts, such as biscoitos de polvilho from Brazil or bagel and lamb doner from Turkey [9]. Some may provide drinks or coolers alongside the food consumed, such as iced syrup drinks or even soy (taho) drinks from Mexico and the Philippines [10]. Regardless of the country, street foods continue to be a popular food source for consumers.



There are many factors attributed to why street food continues to be popular, which has been sustained in trade despite the effects of widespread modernization in the current century. As explained in the study of Morano et al. [11], consumers have adopted eating street foods as part of their normal diet due to their social and economic impact. However, great emphasis has been placed on different street foods’ quality, safety, and value. Regarding social and economic aspects, the street food industry has flourished due to its link to tourism. Taking into account tourism in southeast Asia, street food is utilized as part of the cultural experience among tourists, thus increasing the customer base and income generation [12].



Likewise, street food can provide basic dietary needs to consumers regularly [13], which has resulted in continued support for street food businesses. These factors show how the street food industry is a thriving business. Nonetheless, the perceived food quality and values prevalent in street foods are among the challenges vendors encounter [11]. Given the street food industry’s role in both the informal sector and tourism, the favorable conditions it creates point to the thriving nature of the street food business. The need to further explore consumer intentions to consume street food should be assessed to highlight its importance and advantages among governing bodies for its economic and societal benefits. Especially in the Philippines, street foods are gaining appreciation and tourist visitation [5]. This has been evident on different social media sites in present times, which creates more recognition.



Little research is available, even with the long-standing operations of the street food business. Studies about street food in the Philippines are limited to the vulnerability of street vendors’ livelihoods due to typhoons (including street food vendors) [14], the livelihoods of street food vendors and interventions [15], food safety [16,17], food handling [18,19], nutrition and microbial quality [20], and nutrition quality [21]. From the study of Hidalgo et al. [14], the livelihood vulnerability index was used to assess loss of business, shelter, financial capital, and risk management among street vendors livelihoods in the Philippine province of Naga City. Their study focused on creating a framework and was limited to assessing the drivers of livelihood. Their study suggested covering more factors and different scenario evaluations to fully attest for the developed framework and its application. In the other hand, Tinker [15] focused only on income and food handling among street food vendors in the province of Iloilo. The study was able to establish a theoretical assumption challenge for the claims among economists on feminists and informal sectors. Both different studies [16,17] provided insights on the food safety of street food vendors among universities in the Philippines and evaluated only knowledge, attitudes, and practices—if compliant with the Microbiological Guidelines. On the other hand, different studies [18,19] have delved into the quality and food handling of the street foods available in the different provinces of the Philippines. Focusing only on food quality was also seen in other related studies performed in the Philippines and their relation to nutrition [20,21]. Much focus has been seen on food quality, nutrition, handling, and the formulation of theoretical assessments and measurements. Limited studies have been seen to investigate consumer behavior, especially in the Philippines.



A recent study investigating consumer behavior using the phenomenology approach was performed with only five respondents through a qualitative analysis [22]. Similarly, street food studies in other countries have focused on safety [9,23,24,25], street food perception [26], trade [27], tourism [28,29], and safe food purchasing [30]. From a developing country perspective, Alimi [23] provided further insights into the business perspectives and safe food practices among the vendors of street foods. They presented that the risk on consumers is quite evident when purchasing and consuming street foods, which should be focused on by regulating bodies. The study was able to provide insights on these matters, which could help to increase positive consumer behavior. This was the same focus in the studies conducted by Lues et al. [24] and Chukuezi [25]. The suggestion of which prompted a gap in terms of the evaluation of consumers upon their purchasing intentions. Both of these perspectives and this study knowledge are needed to provide a more holistic evaluation and encompass a better understanding of how vendors may sell and promote their products. Aligning with this is the study performed in [26,27,28,29], which showed that consumers are willing to purchase street foods. However, their study was focused only on urban food systems, psychological assessments of entrepreneurial aspects, the marketing mix for business development, and the promotion of tourism traffic. Only the study of Khongtong et al. [30] was deemed to be closely related to the objective of closing the gap in this study. They focused on consumer behavior, but only performed their decision-making investigation in Thailand. Studies investigating impact, behavior, and intentions were have been performed for other categories of food, such as fast food [31,32], convenience foods [33,34,35], functional foods [36,37], organic foods [38], and Halal foods [39]. Thus, the need to assess the behavioral aspects of consumers should be investigated to promote the consumption of street foods to boost livelihood, tourism, and a country’s economy.



The Theory of Planned Behavior (TPB) is one of the most used models in terms of predicting the likelihood of activity concerning a person’s beliefs, intentions, and positive or negative behavior. It explains that a person’s execution of a particular behavior through intentions relates to that behavior. This framework has flexibility in its usage, as it allows other factors to be involved in the model [40]. In terms of its application in the food consumer area, it has been previously used for fast food, takeaway food [41,42], and food choices [43,44]. However, these studies have suggested extending the TPB to holistically cover other behavioral aspects concerning food consumption and individual behavior. Thus, most studies have separately extended the TPB, including quality aspects, food and eating values, and convenience. No studies have been able to consider all these aspects as extensions to the TPB for a more holistic measurement.



This study aimed to apply a modified version of the original TPB. Specifically, this was extended to cover different quality and food value perceptions in order to holistically analyze the street food consumption in the capital of the Philippines. Structural equation modeling was utilized to simultaneously assess the causal relationship among the factors considered in this study. Identifying the factors and their relative influence on street food consumption will allow sellers to create strategies for the cultivation of conditions favorable for boosting consumption. The findings may lead to innovation in the street food industry, adopting practices based on the studied factors from other industries or fields. Likewise, consumers’ understanding of their behavior can lead them to enhance or modify their lifestyles appropriate to their behavior in terms of food consumption. In addition, the private sector and regulators (e.g., government) can also create business models or initiatives pointing towards a sustainable economic and food supply agenda.




2. Literature Review and Hypotheses


The TPB Model is considered to be one of the most popular conceptual tools when studying consumer behavior. It focuses on three main factors—Attitude, Subjective Norms, and Perceived Behavioral Control, which influences Intention and, consequently, an individual’s behavior [31,44,45,46,47,48]. From related studies, an extended or modified version of the TPB has been used among other studies covering halal food purchases [39], organic food [45], street food [46], sustainable food [47], and Genetically Modified Food [48]. Related studies have justified lacking analyses and measurements of consumer behavior regarding food consumption. As explained in the study of Ashraf [39], the TPB domains were less influential than their extended factors such as self-efficacy, trust, and normative structures. Similarly, the study of Xing et al. [45] provided results with price being one of the prime factors affecting the purchasing intentions of street foods. Other studies [49,50,51,52,53,54,55,56] have added sustainability factors that affect consumers’ behavioral intentions toward street foods.



In relation to food consumption and the food industry, the TPB has been established as a framework for measuring behavioral intentions. The study of Vabo and Hansen [57] extended the TPB with consumer ethnocentrism and self-construal to assess the purchasing intentions toward domestic food. It was suggested that the growth and difference among individuals needed the extended latent which, in turn, can holistically measure the behavioral intentions among individuals. Their study showed that individuals were affected by their attitude (lowest significant effect), subjective norms (highest effect), and perceived behavioral control of their purchasing intentions toward domestic food. On the other hand, the study of Dorce et al. [58] highlighted the need for extending the TPB with perceived food health benefits, price, and sustainability. They highlighted and expanded on the need for and inclusion of other factors affecting the TPB. All three TPB domains were deemed to be significant in terms of purchasing intention. The TPB domains in their study provided insights on how these factors can act as mediating factors on their added variables. Lastly, Canova et al. [59] presented an extended TPB—with the domains being mediating factors for trust in organic food and assessing the buying behavior of organic food. Their study showed that all latent variables were significant—trust in the three TPB domains, then attitude, subjective norm, and perceived behavioral control of buying intention. Since the TPB has been established to be a theory that considers its domain to affect consumers’ purchasing intentions, this study hypothesized that:



H1. 

Perceived behavioral control has a significant direct effect on street food purchase intention.





H2. 

Subjective norm has a significant direct effect on street food purchase intention.





H3. 

Attitude towards the behavior has a significant direct effect on street food purchase intention.





Looking at the given studies applying the concept of the TPB, it is evident that the TPB can be applied to a wide scope of research in different fields of study, as suggested by Ajzen [49]. Similarly, the study of Dorce et al. [58] explained that the TPB was developed to be a model open for inclusion. They further explained that a growing number of studies on food purchase and consumption have utilized the TPB, extending it to further encompass a holistic measurement of the factors affecting behavioral intentions. Related studies have been challenged on the direct impact of adding latent variables affecting the behavioral intentions among individuals as a direct effect. Ajzen [49] explained this to be a ‘sufficiency assumption.’ It was further explained by Dorce et al. [58] that both health and environmental consciousness factors should be preceding factors affecting the TPB domains, rather than a direct effect on behavioral intention.



In addition, prior studies have shown that the TPB being utilized solely might limit findings. Thus, several extensions are needed to be made to enhance analyses and findings. This paper addressed this concern by extending the established TPB. In an attempt to holistically measure behavioral domains, the perception of consumers regarding perceived food value (PFV) and food quality (PFQ) was considered as part of the framework of this study. For this study, PFV is the consumer’s perception of what can be exchanged in a trade-off of their money. As explained in the study of Ackermann et al. [60], a positive effect is seen on the perceived value of consumers’ behavioral aspects if a direct proportion among trade-offs is seen. For example, the product price, availability, and demand lead to positive behavior among consumers in terms of purchasing products [61,62].



Focusing on the extended latent variables in this study, PFQ is defined as judgement among consumers regarding overall merit, supremacy, or distinction. Konuk [38] explained that food critics, scandals, and bad reviews or word-of-mouth can disrupt the food business. Especially in the early years, street foods were associated with unhealthy and dirty foods in terms of quality, consistency, nutrition, and preparation [63]. The study [38] related food quality and food values to having an indirect effect on intention, mediated by satisfaction. As presented, their study indicated that “this research is one of the first to clarify the mediation role of customer satisfaction on the linkage between PFQ, PFV, and behavioral intentions in an organic food restaurant setting”. Nonato et al. [63] explained that these quality perceptions affect the community, leading to negative perceptions and consumption of street foods in general. Thus, it could be deduced that PFQ is aligned with a consumer’s desire [64]. In this case, a particular street food may be of a high quality depending on its preparation, consumption, and societal demand [65]. In different studies [66,67], qualities will significantly affect the behavior among consumers when they are willing to pay for a certain product or service. As evident in present time, tourists make it a part of their experience to try the street foods of different countries [68]. However, Jeaheng et al. [68] explained that PFQ might be different among individuals due to the price and their perception, leading to different behavioral adoptions. Following the study of Morano et al. [11], PFQ and PFV may have disadvantages among vendors when they are perceived as being of a low quality or value among consumers. With this, consumers would look for credible vendors when consuming street foods to reduce the risk of consuming low-quality foods [69]. Therefore, PFQ is one of the key factors that may affect consumers’ behavioral domains in terms of the intention to consume street foods. As explained by Konuk [38], PFV and PFQ affect the behavior of individuals, leading to a positive perception of customer satisfaction. Therefore, both latent variables can be preceding factors affecting an individual’s behavior. Similar to the study performed by Dorce et al. [58], background latent variables such as perception affect intentions that are mediated by subjective norms, attitude, and perceived behavioral control. With this, it was hypothesized that:



H4. 

PFQ has a significant direct effect on perceived behavioral control.





H5. 

PFQ has a significant direct effect on subjective norm.





H6. 

PFQ has a significant direct effect on attitude.





In the study of Kim et al. [70], PFV was presented in advertisements to influence society to purchase it. This may also lead to tourist visitation, as street food represents a country’s culture [71]. This leads to a perception of value for food. People’s choices affect their behavior, and food choice has either a positive or negative impact depending on the consumer’s evaluation [72,73]. From the study conducted by Arjuna and Ilmi [66], perceptions of quality and values directly affected purchasing decisions. However, their study recommended assessing variables related to purchasing decisions. Following the explanation of Ajzen [49], no other latent variables should have a direct impact on intention, which eventually affects behavioral decisions. In this study’s case, PFV was redirected to affect attitude, subjective norms, and perceived behavioral control, since individuals may have different perceptions of their intention when consuming health-compromising foods [74]. A further explanation by McDermott et al. [74] proposed that the TPB domains are relatively mediating factors affecting intention when food consumption is being considered, as this depends on individual’s perception of the value obtained from foods.



The study of Hsu et al. [75] presented that customers perceive food as valuable when a positive experience is evident among people. It was explained that emotional, cultural, and health values play significant roles affecting the perception of value among people purchasing street foods. The different factors were explained to differ among different consumers and would affect their overall behavior. In another study by Thio et al. [76], it was explained that locals should enhance their food value to promote tourism, since the perception of food value among people affects their behavioral intentions. Plasek et al. [77] added that sensory perceptions among consumers affects their consumption of street foods, as these reflect the value of the foods being considered. These perceptions affect an individual’s behavior in terms of consumption [31,32,33,34,35]. The different studies presented how PFV may affect the behavioral domains of consumers; therefore, the following were hypothesized:



H7. 

PFV has a significant direct effect on perceived behavioral control.





H8. 

PFV has a significant direct effect on subjective norm.





H9. 

PFV has a significant direct effect on attitude.





In the following related studies [78,79], it is described that a person considers an experience or event to be convenient when performing a certain activity requires reduced effort and time. As expressed in the study of Roy et al. [79], consumers would have a positive outlook on the relationship between convenience and behavioral intention when the acquired service or product purchase is fast and needs less effort. It was added that consumers would enact positive behavior when a purchase is convenient. Aligning with the intent of this study, Imtiyaz et al. [80] presented that street food purchase relates to a positive significant effect from convenience. Consumers showed a significant positive effect between convenience and purchasing intention in the study of Naufal and Nelloh [81] and Xiao et al. [82]. Gupta et al. [83] expressed that both the perception of food value and convenience greatly affect the behaviors of individuals. They showed how these factors primarily affect attitude, while the study of Ham et al. [84] expressed convenience to influence behavioral control and subjective norms. Since convenience affects the different TPB domains in terms of purchase intentions [85], it was hypothesized that:



H10. 

Convenience has a significant direct effect on perceived behavioral control.





H11. 

Convenience has a significant direct effect on subjective norm.





H12. 

Convenience has a significant direct effect on attitude.





Studies and the related literature on street foods are relatively few. Furthermore, the application of extended versions of the TPB in local street food studies is seldom utilized [39,45,46,47,48]. Therefore, conducting a study using an extended version of the TPB is timely, and the results could provide insights related to street food consumption, which can be applied in different countries. The association between the variables and hypotheses is shown in Figure 1.




3. Methodology


3.1. Demographics


Convenience sampling was performed to gather the needed respondents for the study due to the COVID-19 pandemic evident and rising in the country. An online survey made available from October to November 2022 was distributed to invite participants from the Philippines, specifically in the National Capital Region. During the online survey collection, in-person surveys using pen and paper were considered. After asking whether people purchased street foods and were willing to answer a survey for 10–15 min, the survey form was given. A total of 1361 valid responses were collected among people from the National Capital Region of the Philippines, mostly with college degrees. Since this study used an online survey due to limited access and health protocols, it could be posited that this representation of the population is limited to those having access to the internet, those having college degrees, and those with more spending capability than some of the population. This was because 75% of the collected data were from the online survey (1021 out of 1361). In addition, a highlight could be made for the respondents as being able to choose other types of food but still opt to consider the purchase intention toward street food, which can highlight several findings.



As the country’s capital, German et al. [86] expounded on the minimum number of respondents being 399 to represent the country. In addition, according to Hair [83], 500 respondents would be enough to cover participation in a study with more than eight latent variables. Table 1 shows the demographic summary of the participants with the habitual eating of street foods (frequency of eating)—eating at least once a week (53.56%) to eating daily (1.910%). The items assessed to measure the purpose of the study were evaluated for normality and bias. Following the study of German et al. [86], the Shapiro–Wilk test for normality showed a result within ±1.96, while the common method bias using Harman’s Single Factor test resulted in 32.68%. A threshold of less than 50% indicates no common method bias, which was achieved in this study. Therefore, the collected data were utilized to assess purchasing intentions of street foods in the capital of the Philippines.




3.2. Questionnaire


The questionnaire for the survey utilized in this study was adapted from several works of literature that considered the same latent variables. Upon the survey adaptation, the Mapua University Directed Research for Innovation and Value Enhancement Review Board assessed the items and subjected them to preliminary testing. Only the accepted items were retained and tested before dissemination among 150 respondents. A total of 37 questionnaire items passed the preliminary state with a total Cronbach’s alpha value greater than the 0.70 thresholds [87]. Upon dissemination, a 5-point Likert Scale survey was utilized to assess the items considered in this study [88]. The different items are presented in Table 2. As part of clarity among the responses, the term street food in the questionnaire was presented with examples upon collecting the ethical consent form, such as duck embryo (balut), egg waffles or orange egg (kwek kwek), fish balls, and so on.




3.3. Structural Modelling Equation (SEM)


SEM is a union of different statistical approaches that allow researchers to study multivariate models [95]. It is a combination of the compact analysis of the associations between variables and the validation of the inferred relationships among constructs [87]. According to Prasetyo et al. [96], SEM is a measuring instrument generally used in marketing for understanding behaviors to confirm calculations and test designs. Katt and Meixner [97] used SEM to study the constructs and variables around food purchase intention. In this study, the SEM tool was used to assess the factors that simultaneously influence the purchase intention of street foods by consumers in the Philippines.





4. Results


Figure 2 shows the initial SEM analysis with the factor loadings corresponding to the relationships between the item indicators to their respective latent variables and the coefficients between the constructs, resulting in the intention and purchase of street foods. Following the suggestion of Hair [87], items should be greater than 0.50 to indicate a significant measurement, while the beta coefficient should have a p-value less than or equal to 0.05. This study’s initial SEM, as seen in Figure 2, presents insignificant relationships (PFV on ATT and SN). Moreover, the model fit needed to undergo modification indices to provide an acceptable measurement, as seen in Table 3.



Table 4 presents the initial and final factor loadings and descriptive statistics of every item measure. All of the loadings were deemed as significant [87,96]. To further assess the reliability and validity of the constructs, Hair [87] suggested measuring the average variance extracted (AVE), Cronbach’s alpha, and Composite Reliability. The threshold was greater than 0.50 and 0.70, respectively, which this study achieved, as seen in Table 5.



Presented in Figure 3 is the final SEM after the modification indices analysis. All the items were deemed significant, with a p-value within the threshold. The model fit of the different items was clearly within the threshold, as seen in Table 6. Following the literature [98,99], all the parameters for the SEM were within the minimum acceptable threshold. This promotes that the final SEM considered in this study was acceptable.



Lastly, Table 7 presents the causal relationship of this study. The direct effects showed that CON and PFQ had the highest impact among the behavioral domains, compared to PFV. However, PFV showed diverse differences in the impact with the domains—PBC was the only significant direct relationship, while ATT and SN were insignificant. On the other hand, ATT greatly affected INT, followed by SN and PBC.




5. Discussion


This study utilized an extended TPB to holistically assess the purchasing intention toward street foods in the Philippines among respondents in the country’s capital. Presented in Table 8 are the summarized results among the hypotheses considered in this study. A total of 10 hypotheses were accepted out of 12. The discussion of which is presented in the succeeding section.



Aside from research indicating convenience as the biggest contributing factor affecting the purchasing intention and consumption of street foods, the current study was able to ascertain that perceived food quality and perceived food values also closely affected the behavioral domains. Based on the SEM analysis, CON presented the greatest influence on street food purchase intention through ATT (β = 0.746 and p = 0.007), SN (β = 0.696 and p = 0.016), and PBC (β = 0.477 and p = 0.008). The indicators, similar to other studies [100,101,102], showed that street foods are easily available with a lot of variety, and streets are filled with vendors selling street foods that fit consumers’ schedules. In people’s fast-paced environments, convenience plays a key role in making decisions [100], such as eating street foods rather than cooking at home or dining out in restaurants [101,102]. These studies also provided insights into the significant positive indirect influence of CON on INT (β = 0.711 and p = 0.013). However, a highlight by Morano et al. [11] presented how street food is regarded as risky due to its preparation, containment, or even cooking. Similarly, the FAO [5,8] also exerted efforts towards gaining knowledge regarding the consumption of street foods, their importance, and safety. Therefore, consumers should not solely rely on the convenience street foods provide and make an effort to consider them more of a snack or fun activity rather than a replacement for actual food.



The highlights of this study showed the direct and indirect effects (β = 0.406 and p = 0.005) of PFQ on the purchasing intentions of street foods, which greatly affected the behavioral domains. In terms of behavior, PFQ affected PBC (β = 0.590 and p = 0.021) more than ATT (β = 0.471 and p = 0.007) and SN (β = 0.373 and p = 0.003), but had close beta coefficients. Coinciding with other studies [90,103], the respondents provided insights through the indicators, such as knowing the quality of food based on the price, ingredients, and how the food looked, tasted, and was cooked or prepared. Food appearances are usually instigated as something of high quality among consumers [103]. Moreso, quality is also related to consumers’ behavior through price [4]. Because street foods are cheaper compared to other available foods, the correlation of quality can easily be deciphered by consumers. However, this does not necessarily mean that there is low quality among street foods. Consumers still perceive the quality as being good based on the ingredients and preparation of the foods, especially with the capability to identify types of food, quality, and food preparation. Relating to the studies of Nonato et al. [63], consumer perception of the quality of food can negate their purchasing intention and behavioral aspects [11,67]. It was indicated that consistency, preparation, and nutritional value are considered as quality attributes. In addition, other studies have justified the relation of food quality perception and behavioral domains [65,66].



The consumers of this study only addressed the direct effect of PFV on PBC (β = 0.304 and p = 0.009), which was insignificant with ATT and SN, while an indirect effect on INT (β = 0.113 and p = 0.018) through PBC was seen. Compared to PFQ, PFV had a higher difference in the behavioral domains. The consumers highlighted the cheaper alternative for food in street foods, which provide good value for money, and allows them to save while meeting their taste expectations. As expressed by Ackermann et al. [60], a direct relationship is seen between value and monetary aspects among consumers. The more people perceive that they get what they pay for, the more significant and positive the correlation is [72,73]. Similarly, Kroger et al. [103] explained how consumers present distinct control over their behavior in terms of buying intention. It could be suggested that, when people are more engaged in purchasing street foods voluntarily, their own attitude towards this behavior would be significant as well [104]. Contradicting with other studies [31,32,33,34,35,76], it could be deduced that behavioral intention on purchasing intentions in the Philippines is only based on their control, rather than other behavioral aspects. This means that the people in the Philippines are purchasing street foods based on choice. Encompassing the findings, relative to convenience, the value they see in street foods may not be a reflection on what others do. As explained in the study of Plasek et al. [77], people are reflective on their sensory factors when purchasing street foods, which justifies why PBC was the only significant relationship seen. Zadar et al. [105] explained that health-conscious people would be prompted to enact positive significant behavior on choosing the type of food. In their study, if the food they consume would affect their health, consumers would be more careful about this food based on their perception of its value and quality. This was further justified by the study of Kokthi et al. [106], who explained that sensory perception and awareness of brands, in this case, the type of street foods, affects consumers’ judgement. Since street food may not be perceived as being healthy overall [11,12,13], people would still choose the consumption of it based on their own control. Thus, the need for vendors and local government to promote healthy aspects and preparation may lead to a higher purchasing intentions among the community.



Among the behavioral domains, ATT presented the highest significant effect (β = 0.545 and p = 0.008), followed by SN (β = 0.461 and p = 0.005) and PBC (β = 0.142 and p = 0.037). From the indicators, consuming street foods provides good, comfortable, and fun feeling among consumers. In addition, the consumers presented that, whether it was beneficial or not, they would continue eating it and think that the consumption of street food was smart. This dictated the significant positive effect of the ATT latent variable. According to a recent study by Mukhevho [107], a lot of street foods nowadays are closely monitored by the government, which promotes their consumption. The cleanliness of street food preparation, cooking, and serving has been addressed throughout the years of selling it. This may provide the reason why a positive ATT was seen in the collected analysis among consumers eating street foods. In addition, other countries’ consumers have also stated how street foods provide them with enough nutrients to satisfy their hunger—especially in areas with little income [108,109]. In relation, considering that the Philippines is a developing country with a low-income status in regard to the way of living, street food provides better sustenance, leading to a positive ATT for consumption.



In terms of SN and PBC, consumers have the approval and support of people around them, even their community, to consume street foods. The influence provided by the whole community, where a lot consume street foods, provides the perception of a positive effect on street food consumption. They also have the option to eat, choose, and patronize the consumption of street foods. Similar to other studies [86,91], when the whole community engages in an activity, most individuals are affected by their behavior as well. It could be deduced that a growing community is attracted to street foods due to preference, relatability, and herd behavior [110]. This finding could be addressed in several kinds of research as well [110,111]. Overall, it could be deduced that people regularly consume street foods and are willing to purchase them, especially when they are accessible and would lead to the promote of consumption.



5.1. Theoretical Contributions


This study shows that SEM is a great statistical tool for analyzing the relationships between complex variables. In addition, this study also used the framework of the Theory of Planned Behavior as a reference in creating an extended version, considering new significant variables and showing how the framework is a reliable concept in the determination of specific behavior, particularly the intention to purchase street foods. In detail, it shows how the chosen indicators contributed towards the wholeness of the latent variables being evaluated. Moreover, the relationships between the latent variables were established, and these could be used to serve as a basis for the conduction of other studies utilizing such factors. The importance of this new framework is based on, but not limited to, the findings revolving around street food purchase intention. When dealing with food consumption and behavioral intentions, this study was able to encompass the related studies that separately discussed and confirmed the significance of perceived food quality and value. It could be deduced that both perceived food quality and convenience presented a close relation in the behavioral domains. This means that people, despite it being convenient, would still consider the quality of the food they are consuming. Since this study was able to justify that certain protocols are being considered by vendors, this led to a positive significant direct and indirect effects on behavior and purchase intentions. The framework can also be used in studies related to cuisine, more specifically in fast food, restaurants, and other businesses selling food or even beverages to consumers. This study could also be extended to other purchasing activities, such as the purchase of household items or other common products and even to essential goods and critical supplies, such as medication. Thus, this study provides a sound foundation with regard to giving valuable insight into purchasing activities.




5.2. Practical Implications


Based on the output of the study, it is suggested that governments may enhance safety through knowledge among vendors when it comes to cleanliness and food hygiene to promote a sustainable business and country. Despite the practice nowadays, there is still a need to continuously promote this behavior, as these are the main contributing factors towards the perception of food quality and food values. The government may also need to promote the availability of street foods not just locally, but also try to reach other countries to provide exposure to what the Philippines has to offer. This sustainable developing country practice may help in promoting tourism and the economy. In terms of economic aspects, the findings provided insights into why people have the intention to purchase street foods.



Apart from cleanliness and food handling, the government or similar agencies may highlight the cultural aspects of street foods through promotion to entice tourists to visit the country. The quality and value of food through money, preparation, and taste may be established through video content on different social media platforms and may reach different markets. This would promote the consumption of street foods, leading to higher purchase rates and, in turn, economic benefits for the country.




5.3. Limitations and Future Research


Though this study aimed to conduct a comprehensive investigation on the factors affecting the intention to purchase street foods, it is bound by some limitations. An online survey was used in the data collection over a limited period. The questionnaire was based on a framework using the extended version of the Theory of Planned Behavior, wherein constructs were predetermined from contemporary influences. An option for a more detailed method, such as individual interviews or group discussions, could be used to enrich the data, providing more composition to the inputs. Further studies could incorporate a combination of new constructs and the different configurations of their relationships, using the Theory of Planned Behavior or other related theories to create a framework that further investigates street food purchase intention. In addition, it is suggested to consider broader demographic characteristics of respondents in order to identify differences and similarities. Especially in developing countries like the Philippines, only 49% of people are female, and 51% are male with a lower income status [112]. Therefore, since the data were collected mostly through online survey, only those who were more well-off were the respondents. Similarly, as evident in the response result, college graduates who can utilize the internet were the respondents. This may not be well-represented Philippine data and may present some biases. Lastly, other statistical tools could also be used as an alternative or analyzed together with SEM to reinforce the findings from this study. Furthermore, it is also recommended to conduct a similar study among groups of different demographic profiles or use its application in related purchasing activities.





6. Conclusions


A framework was developed using an extended version of the TPB, and SEM was used as a tool for the statistical analysis of the factors affecting street food purchases. This study was able to determine factors that contribute to society’s continued patronage of street foods. Convenience was found to have the most significant direct effect on the behavioral domains and an indirect effect on intention to purchase street foods, a signal to stakeholders on how to capitalize the convenience aspect of street foods. The second-highest significant direct effect was shown between perceived food quality and the behavioral domains. The close relation of this latent variable with convenience showed how street food consumers are still decisive about the quality of food they purchase and consume. The important direct association between attitudes towards the consumption of street foods and convenience came in next, evident in the continued growth in street food consumption and rise of delivery services, of which other food categories also take advantage.



A significant direct effect between perceived food value and perceived behavioral control was also noted, suggesting improvements in product labels, quality certifications, and the quality of the food itself, removing barriers towards the purchase of street foods. The last of the top relationships with a significant direct effect were the behavioral domains in the purchase intention of street foods. This study also provided recommendations that street food vendors, the government, related private businesses, and consumers themselves can use to improve the marketability of street foods, increase government revenue, and help build a stable and reliable food supply in society. Other researchers can also build on the findings of this study to extend the other aspects related to food and beverages.
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Figure 1. Theoretical research framework. 
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Figure 2. The Initial SEM analysis for the evaluation of the indicators and variables affecting the purchase of street foods. 
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Figure 3. The Final SEM analysis representing the strength of the relationships between the factors influencing the purchase of street foods. 
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Table 1. Respondents’ demographic profile.
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Characteristics

	
Category

	
N

	
%






	
Gender

	
Female

	
985

	
72.37




	
Male

	
376

	
27.63




	
Age

	
18–24

	
237

	
17.41




	
25–34

	
745

	
54.74




	
35–44

	
223

	
16.39




	
45–54

	
146

	
10.73




	
55–64

	
10

	
0.730




	
More than 65

	
0

	
0.000




	
Educational Level

	
Elementary Graduate

	
0

	
0.000




	
Junior High School Graduate

	
10

	
0.730




	
Senior High School Graduate

	
60

	
4.410




	
Technical–Vocational Graduate

	
8

	
0.590




	
College Graduate

	
1263

	
92.80




	
Master Graduate

	
19

	
1.400




	
PhD Graduate

	
1

	
0.070




	
Monthly Salary/

Allowance

	
Less than Php15,000

	
166

	
12.20




	
Php15,001–Php30,000

	
573

	
42.10




	
Php30,001–Php45,000

	
525

	
38.58




	
Php45,001–Php60,000

	
67

	
4.920




	
Php60,001–Php75,000

	
6

	
0.440




	
More than Php75,000

	
24

	
1.760




	
Eating Frequency

	
Daily

	
26

	
1.910




	
4–6 times a week

	
87

	
6.390




	
3 times a week

	
264

	
19.40




	
2 times a week

	
255

	
18.74




	
Once a week

	
729

	
53.56











 





Table 2. Questionnaire.
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Construct

	
Item

	
Measurement

	
Reference






	
Perceived Food Value (PFV)

	
PFV1

	
Street Foods are not expensive.

	
[35,89]




	
PFV2

	
Street Foods are good value for money.

	
[35,89]




	
PFV3

	
Buying Street Foods allow me to save money.

	
[35,89]




	
PFV4

	
The overall value of eating Street Foods regularly is high.

	
[38]




	
PFV5

	
Street Food meets my taste expectations.

	
[35]




	
Perceived Food Quality (PFQ)

	
PFQ1

	
I can tell the quality of Street Foods from the prices.

	
[90]




	
PFQ2

	
The ingredients used are of the quality I expected.

	
[90]




	
PFQ3

	
The appearance of Street Foods are good to look at.

	
[90]




	
PFQ4

	
Street foods are tasty and delicious.

	
[90]




	
PFQ5

	
The street foods are freshly made or cooked just before eating.

	
[90]




	
Perceived

Behavioral

Control (PBC)

	
PBC1

	
I have the capability to choose whichever Street Food I want to eat.

	
[88]




	
PBC2

	
I have the money to buy Street Foods.

	
[88,91]




	
PBC3

	
My schedule allows me to buy Street Food.

	
[88,91]




	
PBC4

	
Whether or not I eat Street Foods regularly is entirely up to me.

	
[88,91]




	
PBC5

	
Patronizing Street Foods are beneficial to our society.

	
[88,91]




	
Subjective Norms (SN)

	
SN1

	
People who are closely related to me approve that I consume Street Foods.

	
[36]




	
SN2

	
People around me think that eating Street Foods regularly is fine.

	
[36]




	
SN3

	
People around me expect me to eat Street Foods regularly.

	
[36]




	
SN4

	
People around me influence me to eat Street Foods.

	
[36]




	
SN5

	
Eating Street Foods regularly has been a normal thing in my area.

	
[36]




	
SN6

	
People who are closely related to me eat Street Foods regularly.

	
[36]




	
Attitude (ATT)

	
ATT1

	
Eating Street Foods make me feel good.

	
[36]




	
ATT2

	
I find eating street foods gives me comfort.

	
[36]




	
ATT3

	
I think eating Street Foods is smart.

	
[36]




	
ATT4

	
Whether eating Street Foods is beneficial would not hinder me from eating.

	
[91]




	
Convenience (CON)

	
CO1

	
I readily find all the Street Foods I like.

	
[35]




	
CO2

	
There are a lot of choices/variety of Street Foods available to me.

	
[35]




	
CO3

	
The places I usually go to sell Street Foods.

	
[35]




	
CO4

	
When I want to eat Street Foods, I have no trouble buying them.

	
[35]




	
CO5

	
Eating street food fits the home/school/working schedule that I follow.

	




	
Purchase Intention (INT)

	
INT1

	
I am very likely to eat Street Foods on a regular basis

	
[35,92]




	
INT2

	
I plan on eating Street Foods regularly.

	
[35,92]




	
INT3

	
I am quite willing to eat Street Foods.

	
[35,92]




	
INT4

	
I will eat Street Food if it is accessible to me.

	
[93]




	
INT5

	
I will increase the quantity/volume of the Street Food that I regularly eat.

	
[91]




	
INT6

	
I will eat Street Food at every opportunity in the future.

	
[91,94]




	
INT7

	
I recommend the eating of Street Food to the general public.

	
[94]











 





Table 3. Goodness of Fit of initial SEM.
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	Goodness of Fit

Measures
	Parameter

Estimates
	Minimum

Cut-Off
	Reference Studies





	Incremental Fit Index (IFI)
	0.943
	>0.80
	[94]



	Tucker Lewis Index (TLI)
	0.928
	>0.80
	[94]



	Comparative Fit Index (CFI)
	0.941
	>0.80
	[94]



	Goodness of Fit Index (GFI)
	0.837
	>0.80
	[94]



	Adjusted Goodness of Fit Index (AGFI)
	0.796
	>0.80
	[94]



	Root Mean Square Error (RMSEA)
	0.066
	≤0.07
	[95]










 





Table 4. Indicators Statistical Analysis.
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Factor Loadings




	
Factor

	
Item

	
Mean

	
StD

	
Initial

	
Final






	
Perceived Food Value

	
PFV1

	
4.042

	
1.021

	
0.637

	
0.638




	
PFV2

	
3.729

	
1.054

	
0.865

	
0.866




	
PFV3

	
3.639

	
1.129

	
0.822

	
0.822




	
PFV4

	
3.314

	
1.086

	
0.574

	
0.574




	
PFV5

	
3.485

	
0.978

	
0.684

	
0.683




	
Perceived Food Quality

	
PFQ1

	
3.581

	
1.013

	
0.690

	
0.690




	
PFQ2

	
3.178

	
1.034

	
0.797

	
0.797




	
PFQ3

	
3.466

	
0.954

	
0.793

	
0.792




	
PFQ4

	
3.618

	
0.945

	
0.808

	
0.808




	
PFQ5

	
3.231

	
1.037

	
0.784

	
0.784




	
Perceived

Behavioral Control

	
PBC1

	
3.857

	
0.994

	
0.644

	
0.644




	
PBC2

	
3.870

	
0.976

	
0.741

	
0.741




	
PBC3

	
3.348

	
1.022

	
0.665

	
0.665




	
PBC4

	
3.707

	
1.141

	
0.754

	
0.754




	
PBC5

	
3.419

	
1.047

	
0.755

	
0.755




	
Subjective Norm

	
SN1

	
3.237

	
1.033

	
0.750

	
0.750




	
SN2

	
3.031

	
1.100

	
0.795

	
0.795




	
SN3

	
2.881

	
1.094

	
0.804

	
0.804




	
SN4

	
3.147

	
1.074

	
0.740

	
0.741




	
SN5

	
3.315

	
1.099

	
0.698

	
0.698




	
SN6

	
3.089

	
1.035

	
0.804

	
0.804




	
Attitude

	
ATT1

	
3.195

	
1.034

	
0.813

	
0.817




	
ATT2

	
3.239

	
1.028

	
0.828

	
0.833




	
ATT3

	
3.011

	
1.067

	
0.746

	
0.751




	
ATT4

	
3.180

	
1.000

	
0.753

	
0.758




	
Convenience

	
CON1

	
3.276

	
1.016

	
0.831

	
0.831




	
CON2

	
3.435

	
1.003

	
0.834

	
0.834




	
CON3

	
3.211

	
1.026

	
0.829

	
0.829




	
CON4

	
3.390

	
0.988

	
0.807

	
0.807




	
CON5

	
3.253

	
1.022

	
0.839

	
0.840




	
Intention

	
INT1

	
2.973

	
1.100

	
0.803

	
0.806




	
INT2

	
2.790

	
1.148

	
0.798

	
0.800




	
INT3

	
3.262

	
1.017

	
0.766

	
0.769




	
INT4

	
3.399

	
1.023

	
0.717

	
0.720




	
INT5

	
2.864

	
1.117

	
0.781

	
0.784




	
INT6

	
3.092

	
1.075

	
0.805

	
0.807




	
INT7

	
3.148

	
1.109

	
0.770

	
0.772











 





Table 5. Reliability and validity.
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	Factor
	Cronbach’s α
	CR
	AVE





	PFV
	0.838
	0.844
	0.526



	PFQ
	0.882
	0.883
	0.601



	PBC
	0.850
	0.838
	0.509



	SN
	0.920
	0.895
	0.587



	ATT
	0.915
	0.869
	0.625



	CON
	0.921
	0.916
	0.686



	INT
	0.940
	0.916
	0.609










 





Table 6. Goodness of Fit of final SEM.
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	Goodness of Fit

Measures
	Parameter

Estimates
	Minimum

Cut-Off
	Reference Studies





	Incremental Fit Index (IFI)
	0.945
	>0.80
	[98]



	Tucker Lewis Index (TLI)
	0.931
	>0.80
	[98]



	Comparative Fit Index (CFI)
	0.943
	>0.80
	[98]



	Goodness of Fit Index (GFI)
	0.838
	>0.80
	[98]



	Adjusted Goodness of Fit Index (AGFI)
	0.802
	>0.80
	[98]



	Root Mean Square Error (RMSEA)
	0.060
	≤0.07
	[99]










 





Table 7. Direct, indirect, and total Effects.
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	No
	Variable
	Direct Effect
	p-Value
	Indirect Effect
	p-Value
	Total Effect
	p-Value





	1
	PFV→PBC
	0.304
	0.009
	-
	-
	0.304
	0.009



	2
	PFQ→PBC
	0.590
	0.021
	-
	-
	0.590
	0.021



	3
	PFQ→SN
	0.373
	0.003
	-
	-
	0.373
	0.003



	4
	PFQ→ATT
	0.471
	0.007
	-
	-
	0.471
	0.007



	5
	PBC→INT
	0.142
	0.037
	-
	-
	0.142
	0.037



	6
	SN→INT
	0.467
	0.005
	-
	-
	0.467
	0.005



	7
	ATT→INT
	0.545
	0.008
	-
	-
	0.545
	0.008



	8
	CON→PBC
	0.477
	0.008
	-
	-
	0.477
	0.008



	9
	CON→ATT
	0.746
	0.007
	-
	-
	0.746
	0.007



	10
	CON→SN
	0.696
	0.016
	-
	-
	0.696
	0.016



	11
	PFV→INT
	-
	-
	0.113
	0.018
	0.113
	0.018



	12
	PFQ→INT
	-
	-
	0.406
	0.005
	0.406
	0.005



	13
	CON→INT
	-
	-
	0.711
	0.013
	0.711
	0.013










 





Table 8. Summarized results.
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	Hypotheses Number
	Relationship
	Decision





	1
	PBC→INT
	Accept



	2
	SN→INT
	Accept



	3
	ATT→INT
	Accept



	4
	PFQ→PBC
	Accept



	5
	PFQ→SN
	Accept



	6
	PFQ→ATT
